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Industry Statistics & Trends

PET OWNERSHIP

e According to the 2007-2008 National Pet Owners Survey, 63% of U.S. households own a
pet, which equates to 71.1 millions homes

e In 1988, the first year the survey was conducted, 56% of U.S. households owned a pet as
compared to 63% in 2006

Breakdown of pet ownership in the U.S. according to the 2007-2008 National Pet Owners

Survey

Number of U.S. Households that Own a Pet (millions)
Bird 6.4

Cat 38.4

Dog 44.8

Equine 4.3

Freshwater Fish 14.2

Saltwater Fish .8

Reptile 4.8

Small Animal 6.0

Total Number of Pets Owned in the U.S. (millions)

Bird 16

Cat 88.3
Dog 74.8
Equine 13.8
Freshwater Fish 142.0
Saltwater Fish 9.6
Reptile 13.4
Small Animal 24.3

* Ownership statistics are gathered from APPMA’s 2007/2008 National Pet Owners Survey

SPENDING

Total U.S. Pet Industry Expenditures

Year Billion
2007 $40.8 Est.
2006 $38.5
2005 $36.3
2004 $34.4
2003 $32.4
2002 $29.5
2001 $28.5
1998 $23

1996 $21

1994 $17 EXHIBIT IIAII
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Estimated 2007 Sales within the U.S. Market
For 2007, it estimated that $40.8 billion will be spent on our pets in the U.S.

Breakdown:

Food $16.1billion
Vet Care $9.8billion
Supplies/OTC Medicine $9.9 billion
Live animal purchases $2.1 billion
Pet Services: grooming & boarding $2.9 billion

Actual Sales within the U.S. Market in 2006
In 2006, $38.5 billion was spent on our pets in the U.S.

Breakdown:

Food $15.4 billion
Vet Care $9.2 billion
Supplies/OTC Medicine $9.3 billion
Live animal purchases $1.9 billion

Pet Services: grooming & boarding  $2.7 billion

* Unless otherwise stated, spending statistics are gathered by APPMA from various market
reseach sources and are not included in the organization's bi-annual National Pet Owners Survey.

e According to the 2007-2008 APPMA National Pet Owners Survey, basic annual expenses
for dog and cat owners in dollars include:

Dogs Cats
Surgical Vet Visits 453 363
Food 217 188
Kennel Boarding 225 149
Routine Vet 219 175
Groomer/Grooming Aids 127 18
Vitamins 77 31
Treats 66 40
Toys 41 26

**Note: APPMA does not ask Survey Participants how much in total they spend on their dog or
cats annually. The expenses listed above are not all inclusive and each category was asked
separately of the survey participant.

2007 PET PRODUCTS TREND REPORT

We pamper them. We bring them wherever we go. We surprise them with something new on
special occasions. They even get holiday presents. They are our pets!

From high-end items to high-tech items, products for our companion animals now extend beyond
traditional necessities. The American Pet Product Manufacturers Association (APPMA) presents
top pet product trends for 2007.

Going to the Dogs

More and more companies traditionally know for human products are going to the dogs, and cats,
and reptiles. Big name companies including like Paul Mitchell, Omaha Steaks, Origins, Harley
Davidson and OIld Navy are now offering lines of pet products ranging from dog shampoo, pet
attire, and name-brand toys to gourmet treats and food.

Pets Welcome
Many hotels across the country are adopting pet friendly policies. Several chains have announced
new pet-friendly policies that include everything from oversized pet pillows, plush doggie robes, to
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check-in gift packages that include a pet toy, dog treat, ID tag, bone and turn down treat. Some
even have a licensed dog masseuse on staff.

Pet Products Sold Here

Shopping for pet products is becoming easier than ever with an increasing variety of retail outlets
now selling pet products. Right along side fertilizer and shovels, shoppers can now find pet
products such as doggie doors and yellow lawn spot removers sold at many lawn and garden
stores, nurseries, and major home improvement stores including Home Depot.

The Lap of Luxury

High-end items to spoil companion animals are must-haves for pet owners that spare no expense
to please their furry, feathered and finned best friends. Iltems include faux mink coats for cold
weather outings, feathered French day beds for afternoon naps, designer bird cages, botanical
fragrances and to top it all off, a rhinestone tiara!

Ultra-Clean...

Pet-owners take grooming one step beyond a haircut, a quick bath and a nail trim. Mouthwash
and an electric toothbrush for canines are routine steps in a beauty session for some pooches.
Birds receive daily pedicures with special cage perches, while others enjoy manicures complete
with nail polish. Pet-owning homes stay cleaner with automatic, self-flushing litter boxes, cleaning
cloths for muddy paws that mimic traditional baby wipes, and scented gel air fresheners to keep
rooms free of pet odors.

Dinner is Served

Today's pet foods include complete and balanced diets that tantalize our pets' taste buds and
satisfy their tummies. Formulas for puppies and kittens, specialized meals for reptiles, birds and
fish and diets for senior pets ensure a long and healthy life for our beloved companions.

State-of-the-Art

High-tech products including computerized identification tags, digital aquarium kits, automatic
doors and feeders, enhanced reptile terrarium lighting systems and touch-activated toys help pet-
owners take care of companion animals with ease and precision.

Loosen Up

As pet owners meditate in yoga class, cats relieve stress by frolicking in a toy gym or relaxing in a
feline spa before enjoying herbal catnip packaged in a tea bag. Dogs sip fresh water from flowing
fountains after a soothing rub with a doggie massager.

Help Yourself!

Products designed with convenience in mind lead this trend. Programmable feeding and drinking
systems, automatic and battery-operated toys, self-cleaning litter boxes and self-warming pet
mats let pets virtually care for themselves!

Straight from the Catwalk

Faux mink coats, hipster lumberjack vests, designer plaid jackets, matching jeweled and leather
collar and leash sets, Halloween costumes, and holiday outfits keep pets in fashion throughout the
year. Upscale leather carriers complete with a cell phone and water bottle holder are the perfect
accessories to keep the pet owner in style as well.

Keep on Truckin'

Whether it's a quick trip to the supermarket or a long ride to the beach, companion animals are
now traveling animals too. Buckled up in a harness, seat belt system or a portable carrier, these
pets stay safe and secure while on the road. Food and water along with safety supplies are on
hand in all-in-one kits, waste disposal systems make for easy clean-up on quick stops and motion
sickness aids are available too.
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Hello, My Name Is...

From monogrammed sweaters and personalized food and water bowls to digitized collar tags and
hand-made treats, owners embrace their pets as true members of the American family celebrating
their fluffy, finned and feathered companions with their very own belongings.

HEALTH BENEFITS

e Pets Help to Lower Blood Pressure A recent study at the State University of New York at
Buffalo found that people with hypertension who adopted a cat or dog had lower blood
pressure readings in stressful situations than did those who did not own a pet. (Dr. Karen
Allen, State University of New York at Buffalo)

e Pets Help to Reduce Stress Walking with a pet helps to sooth nerves and offers instant
relaxation. Studies conducted worldwide have shown that the impact of a stressful situation
is lesser on pet owners, especially males, than on those who do not own a pet. (Josephine
M. Wills, Waltham Centre for Pet Nutrition, United Kingdom)

e Pets Help to Prevent Heart Disease Because pets provide people with faithful
companionship, research shows they may also provide their owners with greater
psychological stability, thus a measure of protection from heart disease. (National Institute
of Health Technology Assessment Workshop: Health Benefits of Pets)

e Pets Help to Lower Health Care Costs People with pets actually make fewer doctor visits,
especially for non-serious medical conditions. (National Institute of Health Technology
Assessment Workshop: Health Benefits of Pets)

e Pets Help to Fight Depression Pets help fight depression and loneliness, promoting an
interest in life. When seniors face adversity or trauma, affection from pets takes on great
meaning. Their bonding behavior can foster a sense of security. (Between Pets and
People: The Importance of Animal Companionship)

I Back to Default View
& Copyright ©1998-2007 American Pet Products Manufacturers Association, Inc.
APPMA APPMA and American Pet Products Manufacturers Association, Inc. are registered trademarks of the

American Pet Products Manufacturers Association. All rights reserved. Important Note: See the APPMA
Web Site Agreement of Use.
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U.S. Pet Ownership Statistics

)
=1U.S. Pet Ownership Statistics

The following statistics were compiled from the American Pet
Products Manufacturers Association (APPMA) 2005-2006
National Pet Owners Survey.

Dogs

e There are approximately 73 million owned dogs in the
United States

e Thirty-nine percent of U.S. households own at least one dog

e Most owners (60 percent) own one dog

o Twenty-five percent of owners own two dogs

o Fourteen percent of owners own three or more dogs

o On average, owners have almost two dogs (1.7)

e The proportion of male to female dogs is about even

o Sixteen percent of owned dogs were adopted from an animal
shelter

o On average, dog owners spent $211 on veterinary visits
(vaccine, well visits) annually

o More than seventy percent of owned dogs are spayed or
neutered

e There are approximately 90 million owned cats in the United
States

o Thirty-four percent of U.S. households (or 37.7 million) own
at least one cat

o Fifty percent of owners own more than one cat

o On average, owners have two cats (2.4)

o Slightly more female cats are owned than male cats (66
percent vs. 64 percent respectively)

o Fifteen percent of owned cats were adopted from an animal
shelter

o Cat owners spent an average of $179 on routine veterinary
Visits

o Eighty-four percent of owned cats are spayed or neutered

For additional information on pet ownership statistics, contact the
APPMA at 255 Glenville Rd., Greenwich, CT 06831, 800-452-
1225, or visit their website at www.appma.org.

Updated Jan. 5, 2007.

[ e-vAIL THIZ FAGE
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Pet Food in the U.S.: Riding the Premium Wave : Packaged Facts

Pet Food in the U.S.: Riding the Premium Wave

Sep 1, 2006 Ask a question about this report >
426 Pages - Pub ID: LA1190796 Email a colleague >

$3,500.00 Online Download Printer format >

Order by fax >

Abstract  Table of Contents  Search Inside Report ~ Buy By the Section  Related Reports

The U.S. pet food market is experiencing healthy growth as marketers continue to convert pet owners to better quality,
higher priced, more upscale fare. Premium pet foods cover all bases—natural/organic, fortified/functional, weight control,
lifestage, breed-/size-specific, gourmet, etc.—and are increasingly being positioned not just as human style but as human
grade. As a result, much of the growth is occurring at the upper-income tier of the pet owner spectrum, with U.S.
households earning $70,000 or more now accounting for an impressive 44% of the aggregate pet food expenditure—up
from just 15% in 1994.

Top marketers including Nestlé Purina, Mars, lams, Hill's, Nutro, and S&M NuTec clearly have their fingers on the
emotional pulse of American pet owners, as well as some very big advertising guns. During 2005, they spent nearly $300
million on national advertising for pet food, virtually all of it encouraging the deep attachment Americans feel for their pets,
while also launching the biggest surge of new products in the history of the market. The high level of interest in all things
pet has also spurred a number of high-profile acquisitions, including Mars’ recent purchase of S&M NuTec (Greenies) and
private-label producer Doane, Del Monte’s purchase of Milk-Bone and Meow Mix, Bain Capital's purchase of Nutro, and
Central Garden & Pet's purchase of Breeder’'s Choice.

Bringing to bear more than 20 years of experience in analyzing this market and drawing on Packaged Facts’ broad cross-
category expertise, Pet Food in the U.S. pinpoints strategic directions for current and prospective marketers, with a
particular focus on high-growth product segments such as functional treats. Covering products for all type of companion
animals, the report is organized into four main chapters—Dog Food, Cat Food, and Other Pet Food (birds, small animal,
fish, and reptiles), plus an in-depth overview chapter covering cross-market trends.

Pegging 2005 sales at $14.5 billion and projecting healthy growth through 2010, the report provides market size
estimates for the overall retail universe, while quantifying mass-market sales to the marketer/brand share level using data
from Information Resources, Inc. The report fully documents marketing, new product, and retail trends, as well as trends
in pet food purchaser demographics, based on Simmons Market Research Bureau data as well as data from the
American Pet Products Manufacturers Association’s 2005-2006 National Pet Owners Survey.

Packaged Facts’ Pet Products and Services Collection

Packaged Facts is the leading source of market intelligence for pet products and services. No other market research
publisher offers the breadth and depth of coverage in this lucrative, fast-growing industry. Other titles include Oral Care
Products for Pets, Pet Products in Nontraditional Outlets, The U.S. Pet Insurance Market, Market Trends: Pet
Supplements and Nutraceuticals, Market Trends: Natural, Organic and Eco-Friendly Pet Products, and Pet Care Services
inthe U.S.

Report Methodology

The information contained in this report was obtained from both primary and secondary research. Primary research
entailed attendance at industry trade shows; informal interviews with members of the trade; and an on-site examination of
the retail milieu, including mass-market outlets, pet specialty shops, and veterinary clinics. Secondary research included
extensive Internet canvassing and research- and data-gathering from relevant trade, business, and government sources;
company reports including annual reports, 10Ks, and other financial releases from public companies; company profiles in

Page 1 of 3

800.298.5294
Int'l: +1.240.747.3095

Questions?
Contact a research
specialist >

Most Popular Research

The U.S. Market for Pet
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Products, 6th Edition
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trade and consumer publications; and other reports by Packaged Facts, which has been reporting on pet-related markets
for nearly two decades.
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Pet Food in the U.S.: Riding the Premium Wave : Packaged Facts Page 2 of 3

Our market size estimates are based on Information Resources, Inc. (IRI) data for tracked mass-market retailers
(supermarkets, drugstores, and mass merchandisers other than Wal-Mart), independent pet store sales-tracking surveys,
reported revenues of marketers and retailers, and figures appearing in the trade press. Information on new product
introductions is derived from reports in the trade press and online, as well as detailed Productscan data from
Datamonitor. Our analysis of consumer demographics derives primarily from the Simmons Market Research Bureau
(New York, New York) fall 2005 consumer survey, which is based on approximately 28,000 respondents

What You'll Get in this Report

Pet Food in the U.S. offers unique perspective on this burgeoning market. No other market research report provides the
analysis and trends coverage that this report offers. Plus, you'll benefit from extensive data, presented in easy-to-read
and practical charts, tables and graphs.

Related Reports:

Global Pet Food Industry Outlook
Apr 1, 2007 - LA1391933 - $3,900.00

All Things Convenient: Product, Packaging and Consumer Trends in the Pet Food, Supplies and Travel Markets
Feb 1, 2007 - LA1219009 - $2,750.00

Brand Building in the U.S. Pet Products Market
Dec 1, 2006 - LA1219008 - $2,250.00

MarketLooks: Pet Food in the U.S.
Oct 1, 2006 - ML1377623 - $499.00

Market Trends: Pet Products in Nontraditional Outlets
Feb 1, 2006 - LA1087709 - $1,995.00

Market Trends: Pet Supplements and Nutraceuticals
May 1, 2005 - LA1073644 - $1,995.00

Market Trends: Natural, Organic and "Eco-Friendly" Pet Products
Feb 1, 2005 - LA1006027 - $1,995.00

MarketLooks: Pet Food
Jul 1, 2004 - ML1003147 - $399.00

The U.S. Pet Food Market
Jun 1, 2004 - LA950918 - $3,000.00

MarketLooks: The U.S. Pet Food Market
Jul 9, 2002 - ML795559 - $399.00

Privacy Policy | Terms and Conditions | Site Map | ReturnPolicy | Press | Help FAQs
Copyright © 2006 Packaged Facts. All Rights Reserved. Contact Us: 800.298.5294 (U.S.)
A division of MarketResearch.com or +1.240.747.3095 (Int'l)

Hours: 8:30 a.m. to 7:00 p.m. EST Monday through Thursday
and 8:30 a.m. to 6:30 p.m. EST Friday
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Changing the way America cares about its Pets

Media Services

Page 1 of 3

Media Services are currently suspended. When they are available again, it will be posted here.

Please feel free to use the following statistics.

Note: Currently these are the only statistics available. Please do not call or email asking for
additional statistics. When updates are available, they will be posted here. Thank you :)

These are basic fun facts about the cats and dogs. All statistics are as of March, 2006
unless noted. This page will be updated again in late 2007. See note at bottom of page

regarding updates

There are 44,892,454 dog owners in the United States, who own a total of 62,995,801
million dogs, and there are 76,954,111 million cats for a total of 139,949,912 pets.

Of the 106.4 million households in the U.S., 33.6 million have at least one cat as a pet.

The following statistics exemplify pet owners feelings towards their pets.
31,507,457 dog owners purchase Christmas gifts for their dogs.

39,754,847 cats receive Christmas gifts from their owners.

13,498,254 cats have their birthdays celebrated.

9,849,021 dog owners celebrate their dogs' birthdays in the following ways;

EXHIBIT "D"

[Give dog a special treat | |a,567,598 |
[Make dog a special meal | 1,978,636 |
[Give dog a cake | 1,850,665 |
[Give dog a new toy | 1,801,445 |
[Give dog ice cream | [1,102,524 |
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|Give dog a new bone | |964,708 |
|Sing or wish dog happy birthday | |698,921 |
|Give dog a party with other dogs or pets | |659,545 |
|Take dog to favorite place | |393,758 |
|Take Photographs | |216,567 |

More than half of American dog owners are more attached to their pets than to at least
one other human being. The following numbers represent those who say they are as
attached to their dogs as to the following persons;

A) Best Friend 16,213,555

B) Children 8,321,566

C) Spouse 5,421,959

39%0 of America's pet owners display their pet's picture in their home.

16% of America's pet owners keep a picture of their pet in their wallet or purse.

American dogs sleep in the following places;

[on Top Of The Bed | 10,100,000 |
[in a Dog House | [8.635,500 |
[on The Floor | [7.524,500 |
[in a Dog Bed | [7.322,500 |
[outside In The Garage :( | [6.413,500 |
[in Their Owner's Bed | [1.262,500 |

67% of America’'s cats are allowed to sleep on their owner's bed or anywhere they want.

More than half of America's dogs can perform at least one trick (25,300,500).

America's dog and cat owners say they acquired their pets for the following reasons;

|Reason for Ownership | IDogs | |Cats |
[Someone To Play With | lo0% | [939% |
|Companionship | |83% | |84% |
|He|p Children Learn | |82% | |78% |
Someone To Communicate 57% 62%

With

[security | [79% | [51% |

NOTE: These numbers add up to more than 100% showing that people must have a pet
for more than one reason.

Pet Safety:

Cause of Death

Lifetime Odds of
Dying*

Car crash

1in 242

Drowning

1in 1,028




American Pet Association

Plane crash 1in 4,608

Lightning strike 1in 71,501

Bitten by dog 1in 137,694
enomous spider bite  [1in 716,010

*for someone born in 2000
Source: National Safety Council

Source: 1998-2006 American Pet Association Polls

Poll taken of 19,211 pet owners in February 2005 Error +- 3%

Home : Members : Humane Societies : Pet Owners : Guardian Membership : Good Neighbor Program : Media : Pet Product Approval : Contact us

American Pet Association / American Companion Animal Association © 1991-2006 « Privacy Policy « Terms Of Use
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Today it begins

BUSINESS

The pet industry

A dog's dinner
Mar 31st 2007
From Economist.com

A recall of contaminated pet-food in North America

Hamish

THE grief cycle describes a common pattern of emotional responses to death, starting with denial, changing to
anger and then depression, and ending with acceptance. Pet-owners in North America are adding another stage
to the process—Ilitigation. In mid-March Menu Foods, a Canadian contract manufacturer, pulled 95 brands of
dog and cat food from shelves in America, Canada and Mexico. The recall came after reports from consumers
of contaminated food were confirmed by the company’s own “taste” tests, in which nine cats died. Further tests
by American government officials identified aminopterin, a type of rat poison, in the food.

Menu Foods has confirmed 16 animal deaths so far but that number will rise. Michael Dillon, a pet industry
consultant, conservatively estimates a final death toll in the thousands. Local newspapers issue sombre reports
on victims such as TJ, a Yorkshire terrier in Missouri who enjoyed the smell of roses. Enter the lawyers.
Distressed owners have filed class-action lawsuits against Menu Foods, as well as against a retailer who
stocked the items and a manufacturer who used the Canadian firm to make its products.

The depth of response may baffle the petless but comes as no surprise to industry insiders, who identify
“humanisation” as a principal feature of the sector. Many owners think of their pets as children—childless
consumers accounted for 60% of pet-related expenditure in America in 2005—and treat them more like people
than animals. Trends in human food are quickly replicated in pet products, says Bob Vetere, president of the
American Pet Products Manufacturers Association.

The recalled pet foods were “cuts and gravy”, which are designed to mimic the food people eat (wheat gluten,
the probable source of the contamination, is used to thicken the gravy). Health foods are fast spreading from
dinner tables to doggie bowls: Wal-Mart and Target, America’s two biggest retailers, both introduced natural
pet-food lines last year. The recall is likely to reinforce this trend.

Doting owners don’t only spend big money on food. Overall, pet-related sales are forecast to hit $40.8 billion in
America this year, 6% more than in 2006. Absurdities such as diamond-studded Cartier dog collars and Goyard
travelling bowls are out of the reach of most owners but the better-off are happy to splash out on branded
carriers and clothing. Pet services are booming too. Speciality retailers already boost sales by offering
grooming and boarding. Mr Dillon expects to see “human” retailers such as Wal-Mart branching into pet

services over the next couple of years.
‘ EXHIBIT "E"
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The pet-food recall highlights two risks faced by firms using contract manufacturers. One is reputational. Many
pet owners have expressed surprise that premium brands were being made with common ingredients and at
the same facility as a host of cheaper, own-label brands. Why pay more for branded goods, they ask? The
criticism may be unfair—differences between products lie largely in the varying proportions of ingredients
used—but the perception of reduced value will be hard to shift.

The second risk relates to extended supply chains. The pet-food industry is more lightly policed than the
human-food one and testing procedures were in the hands of Menu Foods. Aminopterin is banned in America
but the wheat gluten at the centre of the contamination investigation was imported from China, where the
poison is used. There are mutterings about how quickly Menu Foods reacted to reports of pet deaths. Things
can go wrong at companies’ own facilities too but Mr Vetere predicts that the recall will prompt tougher
provisions in agreements with contract manufacturers.

Just as owners come to resemble their dogs so too the human and pet markets are converging. Picky
customers and growth in premium products are already familiar features of many consumer landscapes. But
pet owners turning to the courts for redress over the loss of a loved one will notice that people and animals are
still different in law. Pets are treated as property not as people, severely crimping the opportunity for bumper
payouts to the bereft that Americans have become used to.
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So Healthy Together. So Happy Together.

@ Discover Even More Beneful® Together
Give your dog the perfect balance of high guality nutrition
y and great taste for a happy and healthy life.
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Dive into the guide for good living
Read arficles and tigs about the joyful life we share
with cur dogs, and join the conversation with other
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to Dog's Life magazine for free.
© Explore Dog's Life

Create a homepage for
your favorite dog!
© View Dog Pages
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Your Dog's Story
+ Member Log-in
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Beneful® is not affected by the Alpo® Prime Cuts in Gravy canned dog food voluntary national recall or the Menu foods recall.
Please click here for a message from the Employees of Nestlé Purina PetCare Company and "The Facts about Contamination

and the Recent Pet Food Recall".

Terms and Conditions  Privacy Policy  Linking Policy  Purina.com How Can We Help?

All trademarks and other intellectual property on this site are owned
by Société des Produits Nestlé S.A., Vevey, Switzerland
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The Good Life Recipe

GooA £ooA mspived by
pet-loving people like you.

We don't believe people are pet owners. People own TVs, cars
and vacation homes. But they don't own pets. They have a
relationship with their pets. They enjoy bonds that are sometimes
stronger than family. So it's not surprising that people want to
provide their pets with the healthiest and best tasting food. That's g
where The Goodlife Recipe™ pet food comes in. We use the best 1§
ingredients in the right balance to create great food and snacks .
for cats and dogs. Because we believe, pets that eat well are pets
that live well. And when your pet is living well, you're living well.
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The Goodlife Recipe Page 1 of 1

OUR PRODUCTS » OUR MISSION # —' GREAT PRomMOTIONS # SEND YOUR PHoTo

A healthy, balamced Aiet your
fouv-legged friewds will love!

Every bag of The Goodlife Recipe™ food for cats or dogs is a
perfect blend of six tasty ingredient groups like real chicken, beef
or salmon, healthy vegetables and hearty whole grains - created
with our nutritionally balanced "pet food pyramid" as a guide. It's
our way of giving your pets all the enjoyable taste and essential
nutrients they need without any of the artificial additives they
don't. And who wouldn't love that?
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LR!@B lll Dogs Rule.™

www, pedigree. com

Help your dog be the best

he can be with PEDIGREE®
Dry Food.

Feature product DRY
Not only does PEDIGREE® Brand Dry Food For Dogs provide
v \ | your dog with a balanced diet of vitamins, minerals, essential
[F@ fatty acids, fiber and protein, it’'s a delicious foundation to your
dog’s overall diet. It’s also helpful in preventing the
accumulation of dental tartar and plaque. And dry food has the
added benefit of being very convenient for you.

L EJ Dry
g’. N For Puppies®

- PUPPY
PEDIGREE Healthy

For Adult Dogs

Maturity® has an easier-to- CHICKEN, RICE & VEGETABLES
crunch_ kibble because dogs SMALL BREED

over six often have more LARGE BREED

sensitive teeth and gums. It PEDIGREE COMPLETE NUTRITION™
provides essential nutrients LAMB & RICE

such as antioxidants, key PEDIGREE PERFORMANCE™
mlperals, and Omega Fatty WEIGHT LOSS

Acids to promote healthy WEIGHT MAINTENANCE

joints and keep older dogs

healthy and active. For Senior Dogs

PEDIGREE HEALTHY MATURITY®
For Overweight Dogs

DID YOU KNOW WEIGHT LOSS
——  WEIGHT MAINTENANCE

Obesity can lead to joint
damage, respiratory
difficulties, heat and exercise
intolerance, diabetes mellitus
and circulatory problems.

Watch our
new commercial!

Real chicken.

Contact us FAQs My Profile Legal Site Owner Newsroom Privacy Site map Other Countries

EXHIBIT "I"
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Pedigree.com - Dry Nutrition for Adult Dogs

@)

Dry Nutrition for Adult Dogs

Dogs Rule.™

www, padigree.com

PEDIGREE WITH CHICKEN, RICE &
VEGETABLES™ Food For Dogs - Dry

New, improved PEDIGREE WITH CHICKEN, RICE &
VEGETABLES™ Food For Dogs (formerly PEDIGREE
COMPLETE NUTRITION® Meaty Chunks With Rice &
Vegetables) offers a way for dogs to get the healthy
benefits of real vegetables and real chicken in a tasty
balanced meal owners can feel good about feeding every
day. It's made up of five different components to offer a
variety of flavors and textures that dogs love.

e PEDIGREE WITH CHICKEN, RICE &
VEGETABLES™ Food For Dogs now contains a
new and improved patented PEDIGREE HEALTHY

NUGGETS™ with Meaty Centers kibble.
Improvements include a golden yellow shell,
25% more cream fill and meaty center.

e Made with real chicken, a high quality protein

source

e Made with healthy real vegetables that dogs love

e Higher guaranteed levels of protein than
BENEFUL® Original (Based on guaranteed
analysis: PEDIGREE WITH CHICKEN RICE &
VEGETABLES™: 26% protein, BENEFUL®
Original: 25% protein)

e Nutritionally complete and balanced for both

e Contains patented HEALTHY NUGGETS™ pocket
kibbles that have a dual texture- crispy outside
with a soft, creamy inner

o Contains the Advanced Antioxidant Recipe with
guaranteed levels of vitamins E & C

e Highly digestible ingredients so nutrients are

easily absorbed

e |Improved taste that dogs love
® Select sizes available with the SLIDE RITE®
Zipper for easy opening and resealing between

feedings

o No artificial flavors or fillers

Overall health
Balanced protein and fat levels to help older
dogs stay fit and lean

Strong teeth & bones
The right balance of calcium and
phosphorus for strong teeth and bones

Healthy skin & coat
Omega Fatty Acids and all the essential

nutrition required for the healthiest skin and

shiniest coat

Strong muscles

EXHIBIT "J"

Nutrition Statement:

PEDIGREE WITH CHICKEN
RICE & VEGETABLES™ Food
For Dogs is formulated to meet
the nutritional levels
established by the AAFCO dog
food nutrient profiles for
growth and maintenance.

INGREDIENTS

Ground Whole Corn, Meat and
Bone Meal, Corn Gluten Meal,
Chicken By-product Meal,
Animal Fat (preserved with
BHA/BHT), Natural Poultry
Flavor, Wheat Flour, Chicken,
Rice, Dried Whole Peas, Wheat
Mill Run, Dried Beet Pulp,

At Al Cald M avent

Page 1 of 3
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Pedigree.com - Dry Nutrition for Adult Dogs Page 2 of 3

High quality proteins which provide amino
acids for strong, healthy muscles

Healthy digestion
Highly disgestible ingredients so nutrients
are easily absorbed

RECOMMENDED DAILY FEEDING GUIDE FOR
ADULT DOGS*

WEIGHT OF DOG CUPS PER DAY+
Up To 10 Ibs. 1/3to 1
10 to 25 Ibs. 1to 21/4
25 to 50 lbs. 21/4 to 31/2
50 to 75 Ibs. 32 0 4%/4 Moisture max. 12.0%
i i i i (o)
75 to 150 Ibs. 2% 0 8 Linoleic Acid, min.  1.7%
Calcium, min. 1.0%
1 cup = 8 0z. measuring cup, 1 can = 13.2 oz, 1 pouch Phosphorus, min. 0.8%
=5.3 oz. Vitamin E, min. 225 1U/kg
Vitamin C, min. 70 mg/kg

An individual dog's requirements may differ from this
guide. Puppies can be fed up to 1-1/2 times the highest
amount listed in their category.

TYPICAL ANALYSIS
Moisture % 8.15

Protein % 27.55
MIXING WITH CANNED? Fat % 14.14
Replace 1-1/4 cups for each can of PEDIGREE® Crude Fiber % 2.08
TRADITIONAL GROUND DINNER® Food For Adult Dogs. Linoleic Acid % 2.09

Calcium % 1.80
MIXING WITH POUCHES? Phosphorus % 1.21
Replace 1/3 cup for each pouch of PEDIGREE® LITTLE Vitamin E  1U/kg 272.00

CHAMPIONS® Food For Adult Dogs. Vitamin C  mg/kg 82.40

TYPICAL ANALYSIS:
Nutrients Per 100g Typical Nutrient Analysis

"As Is" per 1000 kcal
Crude Protein, 27.3 77.36
g
Crude Fat, g 14.3 40.52
Crude Fiber, g 1.9 5.38
Ash, g 10.5 29.75
Minerals

Calcium, g 1.56 4.43
Copper, mg 1.46 4.14
Magnesium, g 0.12 .035
Phosphorus, g 1.38 3.92
Potassium, g 0.79 2.23
Sodium, g 0.61 1.72

Zinc, mg 20.80 58.94
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Vitamins
Vitamin A, 1U 822 2329

Vitamin E, U 27.4 77.64
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Sign In | Register Site Map Help Contact lams® Pet Care and Nutrition Center Search I GO

Life's Better @i

IAMS*

Fit Tips

=S

IAMS Newsletter

Get info tailored to your cat's needs, news and
valuable tips to help you enjoy more healthy
years with your best friend.

View sample newsletter

mm Matu re‘llll.seninr
What to Feed Health Solutions Training & Behavior

Products Health & Nutrition Toy Box What's New

Adult Cat

Friends forever: How to enhance your cat's health.

She’s your dearest friend—your confidante. Giving her the best of everything has always
been your priority, and it's ours, too. Here, we've found the keys to helping your cat live
well and be happy, with nutrition designed to promote her optimal health and vitality.

Helpful Links
Product Selector
Nutrition Factbook

Health Solutions
Breed Guide

Filter Arti

wour pet hes

Topic ™ Nutiion [~ Heath [ Training ™ Behavior
™ petstories [ Technical Bulletin I Special Needs

Find Articles or View all articles

Cat Articles
Here are some of our most popular articles.

EXHIBIT "K"

: Five Steps to a Fitter Feline

: Fiber and Your Cat's Nutrition

: Healthy Skin and Coat for Your Cat
: Managing Your Cat's Weight
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: : Two More Ways to Fight Hairballs
More Articles

Try IAMS® cat food for
B multi-cat homes!

-

Do you buy special treats for your

2 No

See Results

LARGE or small,
IAMS*® Multi-Cat”™
nourishes all.

" NEW! 1115

SLOW-COOKED
CAMNMED RECIPES

Now mealtimes
are irresistible!

Select Country P&G Links

For Veterinarians For Breeders

For Shelters

About The lams Company

IAMSTruth.com

Privacy

Partners

Legal News Room

Procter and Gamble Pet Care

lams News:

By using the information contained in this site, you are bound by the terms in our Legal statement.

PRIVACY BEBOnlns
@ BEBONLINE "' RELLINLITY
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Sign In | Redgister

Site Map Help Contact lams® Pet Care and Nutrition Center

Search ‘ GO

Life's Better @i

IAMS*

Get info tailored to your pet's needs, news
and valuable tips to help you enjoy more
healthy years with your best friend.

View sample newsletter

EXHIBIT "L"™

Dogs Cats Products Toy Box What's New

Our mission, just like yours, is to help your pet live a long and healthy life. When you feed
IAMS premium nutrition, you're nourishing your dog or cat with natural ingredients and
added vitamins and minerals. There are IAMS formulas made to support your pet during
every life stage, for any lifestyle and for every activity level. We also can help you address
other needs your pet may have, like weight management through diet and exercise,
mature nutrition and hairball control.

Species [@ I Dog I cat
Breed Size [ 7 small [T Medum [ Large
Lifestage [ I puppy/Kitten [ Adut [

Mature/Senior

Topic |:| ™ Nuwiton [ Heath I Training ™ Behavior
™ petstories [ Technical Bulletin [ Special Needs

Find Articles

Useful Links
Video for lams Slow-Cooked Canned Doqg Recipes
IAMS Science
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Pet Health Insurance
Cat Health & Nutrition
Dog Health & Nutrition

- IAMS*®
Small & Toy
| breed formulas Ry BV ica 10 spn:i!ul
offers, click here for fun and

Do you buy special treats for your L+ IAMS® Smart Puppy™
pet? | - and Adult. valuable online extras. »
: !I h
2 Yes 2 No A Learn More! -~ ‘
CLICK
See Results HERE
- v

For Veterinarians For Breeders For Shelters

Select Country P&G Links About The lams Company IAMSTruth.com Privacy Legal News Room Partners

Procter and Gamble Pet Care

lams News: [EEERECH

By using the information contained in this site, you are bound by the terms in our Legal statement.

Binsncy] [t
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lams Company - About Us - Research, Products, and History Page 1 of 2

Help keep your cat
healthy. Check out the

lineup of Eukanuba
nutrition products.

Eukanuba has
veterinarian-prescribed pet

food formulas for dogs and
cats.

Find out the benefits of our
lams dog food products.

Want to learn more about
our Eukanuba dog food
products?

About the lams Company lams People

EXHIBIT "M"

Contact Us Now! JSEE)]
[ M|

v v

lams University How can we help you and your pet?

JOBS ABOUT R&D  FAQ  NEWS ORIES  1AMS.COM  EUKANUBA.COM

A message from the dog and cat o T e
lovers at lams Is to enhance the
well-being of do
Welcome to lams on the Web. If you currently feed your dog or cat ngE . gs
Eukanuba® and lams® products, we hope you find this web site and cals by providing
useful for product updates, literature and general information world-class quality foods
regarding your pet's health and nutrition. If you are not yet familiar q
with The lams Company but are interested in our products, this site and pet care products
will explain how we can help your dog or cat live a long, healthy life. that deﬁght the
and strengthen the

Our History Our Mission Our Beliefs F ot bond

Our History - Quick Facts About The
lams Company

* Animal nutritionist Paul lams founded The lams Company in 1946 in
a small feed mill near Dayton, Ohio. Clay Mathile joined lams in 1970
and purchased the company in 1982. Paul lams established the
company’s nutritional foundation, and Clay Mathile provided the
vision to enable The lams Company to become a world leader in dog
and cat nutrition.

* The Procter & Gamble Company (P&G) acquired lams in
September 1999. lams joined P&G’s Health Care global business
unit.

* Paul lams wanted an unusual, memorable name for his superior
product. He called it Eukanuba (you can noo’ bah), an expression
used in the 1940s to mean "the best." Jazz musician Hoagie
Carmichael made the expression popular.

* The lams Company sells Eukanuba® and lams® premium dog and
cat foods (dry and canned) in 70 countries. lams employs more than
2500 people.

* lams makes dry dog and cat food at plants in Lewisburg, Ohio;
Aurora, Neb.; Henderson, N.C.; Leipsic, Ohio; and Coevorden, The
Netherlands. The lams Heartland plant in North Sioux City, S.D.,
makes canned dog and cat food.

* Eukanuba Dog & Cat Foods are sold in pet specialty stores and
veterinary offices and clinics. lams Dog & Cat Foods are sold in pet
specialty stores, veterinary offices and clinics, feed and grain stores,
gourmet food stores, and pet boarding & grooming locations. lams
Dog & Cat Foods is also available in grocery stores, mass
merchandisers and drug stores in North America. Eukanuba
Veterinary Diets — therapeutic foods for dogs and cats — are
available exclusively from veterinarians to help manage specific pet
health disorders.

* The Paul F. lams Technical Center is one of the premier companion
animal facilities in the world. The lams team of nutritionists,
veterinarians and food scientists conducts controlled feeding studies
to enhance the well being of dogs and cats.

* The lams Pet Professionals offer information on proper pet care and
nutrition through a toll-free answer line at 1-800-675-3849.
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lams Company - About Us - Research, Products, and History Page 2 of 2

Our Mission

The mission of The lams Company is to enhance the well-being of
dogs and cats by providing world-class quality foods and pet care

products that delight the consumer and strengthen the human-pet
bond.

lams Beliefs

This is the way we will conduct business:
* We operate with integrity in all aspects of our business.

* Quality is the cornerstone of our business and the number one
responsibility of all our employees, suppliers and distributors.

* We are sensitive to the needs of our internal and external
customers and we guarantee to fulfill the promises we make.

* Our employees are essential to our success and we will provide
opportunities for job challenge, training and self-development.

*We work as a team to attain success and our team concept can
only be achieved by recognizing our mutual inter-dependence and by
maintaining open and honest communication free of third-party
intervention. It is every team member's responsibility to:

1. Be honest.
2. Do your best.
3. Treat others with dignity and respect.

* We conduct ongoing research to continuously improve existing
products and develop innovative, highly nutritious new products.

* We are committed to a safe work environment and safe work
practices.

* We will be environmentally responsible.

* We will actively support community betterment for the mutual
improvement of the communities where we operate and The lams
Company.

* We run our business to earn a reasonable return on investment.

Back to Top

Launch lams.com Launch Eukanuba.com

The lams Company - 7250 Poe Avenue - Dayton, Ohio 45414
Phone: (800) 675-3849
Copyright© 2005 The lams Company. All rights reserved worldwide.
Copyright (c) 1995-2005 The lams Company. All rights reserved worldwide.

lams Company News: EE‘EIEI.‘E

Privacy Statement

By using the information contained in this site, you are bound to the terms in our Legal Statement.

) PRIVACY BBBOwnLins'
. RELIABILITY
‘ BEBOnLinE . PROGRAM
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Kibbles 'n Bits Page 1 of 2

MORE TASTE. MORE JOVY. ®

(Ti)Home | KIBBLES 'N BITS™ VARIETIES| | FOR DOG LOVERS DOG CARE CENTER

MORE TASTE

Your dog is more than a pet, he's a member of
the family. So keep him happy with delicious,
nutrition Kibbles ‘n Bits dog food. Check out our
exciting new products: Kibbles ‘n Bits Brushing
Bites™ and Kibbles ‘n Bits Golden Years™ dog
food.

SEE ALL THE GREAT WAYS TO 5
SERVE UP KIBELES 'N BITS!H

Most . L .
: smoochable Kibbles 'n Bits is not affected by the national
Apooch voluntary pet products recall.

Kibbles 'n Bits® Dog Food — More Taste. More
Joy.®
When it comes to mealtime, your dog deserves as much consideration as
anyone else. That's where Kibbles 'n Bits® comes in. Treat your dog to a
crunchy, chewy, great-tasting meal packed with 100% complete and
balanced nutrition. It's everything your dog needs at every meal. And with
/" MORE TASTE. MORE JOV.®| «ibbles 'n Bits®, there's something for every dog. New Kibbles 'n Bits
: SeelthelKibbleskn|Bits B_rushing Bit_esTM cleans your dog's teeth and freshens his breath. New
iTV/Commercials! Kibbles 'n Bits Golden Years™ gets your older dog excited about
VAN mealtime again. So pick up some Kibbles 'n Bits® dog food. You'll enjoy
serving it as much as your dog will enjoy eating it.

Kibbles 'n Bits® dry and canned dog foods meet all
AAFCO standards for complete and balanced nutrition.

v . .
+ Whenyou buy'YWalt

Disneys? Peter Pan
Platinum Edition DYD

ap y
VoSt s EXHIBIT "N"
! SEE DETAILS

KIBBLES 'N BITS® VARIETIES | FOR DOG LOVERS | DOG CARE CENTER
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Kibbles 'n Bits Page 2 of 2

| RETURN HOME | GIVE US YOUR FEEDBACK |

Privacy Policy | Legal Statement | Visit Our Parent Company
Copyright Del Monte Foods. All Rights Reserved.
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Kibbles 'n Bits Page 1 of 2

MORE TASTE. MORE JOV. ®

(TuHome | KIBBLES'M BITS® VARIETIES| | FOR DOG LOVERS DOG CARE CENTER

MORE TASTE. MORE JOY.®
_. More Ways!

Try any one of our delicious canned or dry varieties
for a taste your dog will love!

Kibbles 'n Bits dog food has the great taste dogs love and the 100% nutrition dogs need.
Your dog will love every delicious bite of Kibbles 'n Bits dog food. And you'll love knowing
he's getting complete and balanced nutrition!

i

BRUSHING BITES GOLDEN YEARS

Roasted Chicken Roasted Chicken egetables in a Rich Gravy
& Vegetable Flavor & Vegetable Flavor

Made with Real Meaty &

ORIGINAL MINI BITS
Made with Real Meaty Savory Chicken Specially Formulated
Pieces & Vegetables & Beef Flavor for Puppies and
Small Dogs

EXHIBIT "O"
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Kibbles 'n Bits

KIBBLES 'N BITS
'N BEEFY BITS®
Made with Real Beef

Made with Real Chicken

Page 2 of 2

KIBBLES 'N BITS® VARIETIES

FOR DOG LOVERS |

DOG CARE CENTER

[ RETURN HOME | GIVE US YOUR FEEDBACK |

Privacy Policy | Legal Statement | Visit Our Parent Company

Copyright Del Monte Foods. All Rights Reserved.
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Quality Dog Food Ingredients with Beneful® Original | Beneful.com Page 1 of 1

E A w ‘%"F
Ben efu\ f

brwd D06 FOOD

FRODUCTS DOG'S LIFE SHARE DOG STORIES = FUPFY'S LIFE _

ORIGINAL ©| HEALTHY | HEALTHY | HEALTHY | HEALTHY | FREPARED
WEIGHT RADIANCE™ GROWTH HARVEST " MEALS™

» Beneful Original

~ A perfect balance of healthful ingredients,
quality nutrition and superb taste for pure
contentment for dogs

Moist, chewy chunks Omega fatty acids, along
made with real beef are with antioxidants like

rich in quality protein to Vitamin E and selenium,
help build strong help support a healthy
muscles. immune system.

. Enriched with calcium for * Crunchy corn packed with
healthy teeth and strong carbohydrates for energy
bones. and linoleic acid for a
shiny coat.

‘ Contains vegetables with . Contains iron for healthy
Vitamin A and other blood.
quality vitamins,
minerals, and nutrients. Ingredienu

Ground yellow corn, chicken by-
.................................. product mea[’ corn g[uten meal,
whole wheat flour, beef tallow

. -~ Guaranteed Analysis preserved with mixed-tocopherols
X i X . (source of Vitamin E), rice flour,

Crude Protein (Min) 25.0%  Calcium (Ca) (Min) 1.1% beef, soy flour, sugar, sorbitol,
Crude Fat (Min) 10.0% Iron (Fe) (Min) 200 mg/kg tricalcium phosphate, water,

. . . animal digest, salt, phosphoric
Crude Fiber (Max) 4.0% Selenium (Se) (Min) 0.2 mg/kg acid, potassium chloride, dicalcium
Moisture (Max) 14.0%  Vitamin A (Min) 10,000 1U/kg phosphate, sorbic acid (a
Linoleic Acid (Min) 1.5%  Vitamin E (Min) 100 1U/kg preservative), L-Lysine

monohydrochloride, dried peas,
dried carrots, calcium carbonate,
calcium propionate (a

CALORIE CONTENT preservative), choline chloride,
Metabolizable Energy (ME) vitamin supplements (E, A, B-12, D-
3689 kcal/kg 3), added color (Yellow 5, Red 40,
1674 kcal/lb Yellow 6, Blue 2), DL-Methionine,
360 kcal/cup zinc sulfate, glyceryl monostearate,

ferrous sulfate, niacin, manganese
.................................. Su[fate, calcium pantothenate’
riboflavin supplement, biotin,

Manufactured by: Nestlé Purina PetCare Company, St. Louis, MO 63164 thiamine mononitrate, garlic oil,
USA copper sulfate, pyridoxine
. . . . . hydrochloride, folic acid,
Animal feeding tests using Association of American Feed Control menadione sodium bisulfite
Officials (AAFCO) procedures substantiate that Beneful® dog food complex (source of Vitamin K
provides complete and balanced nutrition for all life stages. activity), calcium iodate, sodium
selenite.
F-4090

+ SEARCH Y

Terms and Conditions  Privacy Policy  Linking Policy = Purina.com  How Can We Help?

All trademarks and other intellectual
by Société des Produits Nestlé S.A., Ve

EXHIBIT "P"
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Natural Choice Complete Care Indoor Adult Dry Cat Food Page 1 of 4

(_Nutro INFO ) (_ PET CeNTER ) (D06 ) ( cat ) (_ PROGRAMS ) (_ PROMOTIONS )

et

COMPLETE

CARE

Benefits of Natural Choice
- Complete Care Indoor
COMPLETE Adult:

CARE

( WHERE T0 BUY
PRODUCTS

- B For cats 1 to 6 years
= B Scientifically formulated for
’;. ¢ the unique needs of indoor cats
P B Guaranteed* to improve skin &

coat for less shedding, fewer
hairballs

B Advanced antioxidants for a
healthy immune system

B Formulated to reduce litter box
and in-home odor

ity @

® Natural ingredients with vitamins Complete Care
& minerals Product Center
B Recommended by veterinarians Click on the links below to learn

more about this product.

Indoor Cats Have Special Nutritional Needs.

Indoor temperature, lighting and reduced opportunity for exercise can
affect the health of your cat's skin and coat, muscle and bone condition
and may cause weight gain. If your adult cat lives indoors most of the
time, then feeding Natural Choice Complete Care Indoor Adult Formula
can improve your cat's overall health and well-being.

Natural Choice Complete Care Indoor Adult is not just another cat food.
Based on the latest scientific and nutritional research, our Indoor Adult
formula is guaranteed to improve your indoor cat's skin and coat, reduce

shedding, minimize hairballs, build strong muscles and bones and help Try these other products!
limit excess weight gain*. It's formulated with unique ingredients like
chicken meal, rice, sunflower oil, oat fiber and soy protein concentrate, !;}f-;/a..,_

which are especially important for indoor cats.

Healthy Growth for Indoor Cats

Guaranteed to Improve Skin & Coat*

A blend of nutrients, including high levels of linoleic acid, a healthy fatty
acid proven essential for healthy skin and shiny coat, plus arachidonic
acid (ARA), zinc and alpha-linolenic acid to help nourish the skin and
make your kitten's coat shinier and more lustrous.

Less Shedding, Fewer Hairballs

Healthy skin and coat helps minimize flaking and shedding which means
there is less hair swallowed during self-grooming for reduced hairball
formation. Plus, FiberClean, a special blend of rice and oat fiber, helps to
pass any hair that is swallowed gently through the digestive system and
into the litter box. With less swallowed hair irritating your cat's stomach,
fewer hairballs are expelled.

Formulated to Reduce Litter Box Odor

Contains OdorCheck™ System, an innovative blend of ingredients that
effectively reduce litter box odor for a fresh home environment. Helps
make living with kittens more enjoyable.

Helps Cats Utilize Fat & Increases Energy
Our special WeightCare™ System with L-Carnitine helps indoor cats

convert fat to energy and build lean muscle mass to offset your indoor
cat's reduced activity and exercise levels. The result is increased energy

and strong muscles for your indoor cat's overall health. EXH I B IT (1] QII
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Natural Choice Complete Care Indoor Adult Dry Cat Food

Nourishes Bones & Joints

Our exclusive BoneCare™ System helps develop strong bones and
joints with calcium, phosphorus and manganese. Vitamin D enriched for
better calcium absorption.

Natural Ingredients with Vitamins & Minerals

Made with an exclusive blend of the finest natural ingredients with
vitamins and minerals, Natural Choice Complete Care provides optimal
nutrition for your indoor cat. Fortified with iron to supply oxygen-rich red
blood cells for stamina and energy and naturally preserved with Vitamin
E to ensure freshness.

Advanced DentalCare™ System
Unique shape and texture helps scrub away plaque and tartar for healthy
gums and teeth.

Easy To Digest for Sensitive Stomachs
Made with rice, the most digestible and gentle cereal grain—No ground
corn. Made with high quality chicken protein for healthy digestion.

Advanced Antioxidants for a Healthy Immune System

A special blend of vitamins C, E, Beta-Carotene and Tocotrienols to help
support the immune system for a long, healthy life. Antioxidants are
known to help slow cellular damage from aging.

Nourishes Brain, Vision & Heart

Contains DHA and arachidonic acid (ARA) — nutrients essential for brain,
vision and heart function to help keep cats alert. Taurine fortified for a
healthy heart and good vision.

Great Taste Guaranteed*

With an ideally sized and shaped kibble for your kitten's mouth and
added B vitamins for healthy appetite and metabolism, Natural Choice
Complete Care Indoor Adult helps you make sure your kitten eats
enough for proper nutrition and good health.

*or your money back

Feeding Guidelines

When you introduce Natural Choice Complete Care Indoor Adult Formula
to your cat, it is always a good idea to mix it first with the old food for the
first few days. Free choice feeding is recommended, and daily portions
may vary according to your cat's age, weight and activity level. Place the
total recommended amount in your cat's dish at the same time every day.
This way your cat will nibble throughout the day, satisfying the natural
instinct to eat smaller, more frequent meals. To realize all of the benefits
that Natural Choice Complete Care Indoor has to offer, you should make
it your cat's only source of nutrition. A supply of fresh drinking water
should be provided at all times. See your veterinarian regularly.

Suggested Amounts To Feed Per Day (in cups)T

Weight of Cat (Ibs.) Amount to Feed
3-5 1/4- 3/8 cup
5-10 3/8 — 3/4 cup
10-15 3/4 -1 1/4 cups
15-20 11/4-15/8 cups

TUse a standard 8 oz. measuring cup. A standard 8 oz. measuring cup holds 3.74 oz. of
Natural Choice Complete Care Indoor Adult Formula.

Nutritional Adequacy Statement

Animal feeding tests using the AAFCO? procedures substantiate that Nutro Natural
Choice Complete Care Indoor Adult Formula provides complete and balanced nutrition
for adult cat maintenance.

1Association of American Feed Control Officials.

Ingredients

Chicken Meal, Ground Rice, Corn Gluten Meal, Rice Flour, Poultry Fat
(preserved with mixed Tocopherols, a source of Vitamin E), Sunflower Oil
(preserved with mixed Tocopherols, a source of Vitamin E), Flaxseed,
Tomato Pomace, Brewers Dried Yeast, Natural Flavors, Dried Plain Beet
Pulp, Dried Vegetable Fiber (carrots, celery, beets, parsley, lettuce,

Page 2 of 4



Natural Choice Complete Care Indoor Adult Dry Cat Food Page 30f 4

watercress and spinach), Potassium Chloride, Menhaden Fish Oil
(preserved with mixed Tocopherols, a source of Vitamin E), Oat Fiber,
Soy Protein Concentrate, Cranberry Powder, Choline Chloride, DL-
Methionine, Taurine, Dried Egg Product, Zinc Sulfate, Ferrous Sulfate,
Vitamin E Supplement, L-Carnitine, Inositol, Dried Bacillus Licheniformis
Fermentation Extract, Dried Bacillus Subtilis Fermentation Extract, Dried
Chicory Root, Yucca Schidigera Extract, Niacin, Copper Sulfate, Ascorbic
Acid (source of Vitamin C), Manganous Oxide, Riboflavin Supplement
(source of Vitamin B2), Beta-Carotene, Vitamin A Supplement, Calcium
lodate, Calcium Pantothenate, Vitamin B12 Supplement, Biotin,
Pyridoxine Hydrochloride (source of Vitamin B6), Thiamine Mononitrate

(source of Vitamin B1), Vitamin D3 Supplement, Menadione Sodium
Bisulfite Complex (source of Vitamin K activity), Folic Acid, Sodium

Selenite.

Nutro supports the safe, ethical and humane treatment of all animals.

Guaranteed Analysis

Crude Protein (minimum) 33.00%
Crude Fat (minimum) 14.00%
Crude Fiber (maximum) 4.00%
Moisture (maximum) 10.00%
Ash (maximum) 7.25%
Linoleic Acid (minimum) 4.00%
Arachidonic Acid (ARA) (minimum) 0.05%
Calcium (minimum) 0.90%
Phosphorus (minimum) 0.80%
Magnesium (maximum) 0.085%
Iron (minimum) 200 mg/kg
Manganese (minimum) 35 mg/kg
Zinc (minimum) 250 mg/kg
Vitamin D (minimum) 1,200 1U/kg
Vitamin E (minimum) 250 IU/kg
Taurine (minimum) 0.20%
Alpha-Linolenic Acid (minimum)** 0.70%
Ascorbic Acid (minimum)** 50 mg/kg
Beta-Carotene (minimum)** 3.2 mg/kg
Docosahexaenoic Acid (DHA) (minimum)** | 0.06%
L-Carnitine (minimum)** 150 mg/kg
Total Bacillus Species (minimum)** 565 million CFU * /b
(Bacillus licheniformis, Bacillus subtilis)

**Not recognized as an essential nutrient by the AAFCO Cat Food Nutrient Profiles.

¥ Colony Forming Units

Package Sizes:

41b. gb. |

20 Ib. |

Kibble
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This is the approximate size and color of the kibble.
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MENU FOODS INCOME FUND

A  Recalled Dog Product Information Menu Foods Income Fund

8 Falconer Drive

Home Recall Information 1-866-895-2708 Streetsville, ON

Recall Information Canada L5N 1B1

Press Release Variety or Multi-Packs:

Cat Product Information . . . .
Dog Product Information 1T YOU @re in possession of a variety or multi-pack, please be
FAQ's for Consumers sure to check the individual can or pouch rather than relying

T solely on the date coding on the side of the carton.

1. Americas Choice, Preferred Pets Last Updated: May 2, 2007
2. Authority Last Updated: May 2, 2007
3. Award Last Updated: May 2, 2007
4. Best Choice Last Updated: May 2, 2007
5. Big Bet Last Updated: May 2, 2007
6. Big Red Last Updated: May 2, 2007
7. Bloom Last Updated: May 2, 2007
8. Cadillac Last Updated: May 2, 2007
9. Companion Last Updated: May 2, 2007
10. Compliments Last Updated: May 2, 2007
11. Co-Op Gold Last Updated: May 2, 2007
12. Demoulas Market Basket Last Updated: May 2, 2007
13. Eukanuba Last Updated: April 5, 2007
14. Food Lion Last Updated: May 2, 2007
15. Giant Companion Last Updated: May 2, 2007
16. Grreat Choice Last Updated: May 2, 2007
17. Hannaford Last Updated: May 2, 2007
18. Health Diet Gourmet Cuisine Last Updated: May 2, 2007
19. Hill Country Fare Last Updated: May 2, 2007
20. Hy-Vee Last Updated: May 2, 2007
21. lams Last Updated: April 5, 2007
22. La Griffe Last Updated: May 2, 2007
23. Laura Lynn Last Updated: May 2, 2007
24. Loving Meals Last Updated: May 2, 2007
25. Master Choice Last Updated: May 2, 2007
26. Meijers Main Choice Last Updated: May 2, 2007
27. Mighty Dog Pouch
28. Mixables Last Updated: May 2, 2007
29. Natural Life Last Updated: May 3, 2007
30. Nu Pet Last Updated: May 2, 2007
31. Nutriplan Last Updated: May 2, 2007
32. Nutro Max Last Updated: May 2, 2007
33. Nutro Natural Choice Last Updated: May 2, 2007
34. Nutro Ultra Last Updated: May 2, 2007
35. Nutro Last Updated: May 2, 2007
36. OI'Roy Canada Last Updated: May 2, 2007 C O M P OS IT E
37. Ol'Roy US Last Updated: May 2, 2007
38. Paws Last Updated: May 2, 2007
39. Performatrin Ultra Last Updated: May 3, 2007 EXH I B IT o R“
40. Pet Essentials Last Updated: May 2, 2007
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41.
42.
43.
44,
45,
46.
47.
48.
49.
50.
51.
52.
53.
54.
55.
56.
57.
58.
59.
60.
61.
62.
63.
64.

Pet Pride - Good n Meaty Last Updated: May 2, 2007
Presidents Choice Last Updated: May 2, 2007

Price Chopper Last Updated: May 2, 2007

Priority Canada Last Updated: May 2, 2007

Priority US Last Updated: May 2, 2007

Publix Last Updated: May 2, 2007

Roche Brothers Last Updated: May 2, 2007
Save-A-Lot Choice Morsels Last Updated: May 2, 2007
Schnucks Last Updated: May 2, 2007

Shep Dog Last Updated: May 2, 2007

Springsfield Prize Last Updated: May 2, 2007
Sprout Last Updated: May 2, 2007

Stater Brothers Last Updated: May 2, 2007

Stop & Shop Companion Last Updated: May 2, 2007
Tops Companion Last Updated: May 2, 2007
Triumph Last Updated: May 2, 2007

Truly Last Updated: May 2, 2007

Wegmans Bruiser Last Updated: May 2, 2007

Weis Total Pet Last Updated: May 2, 2007

Western Family Canada Last Updated: May 2, 2007
Western Family US Last Updated: May 2, 2007
White Rose Last Updated: May 2, 2007

Winn Dixie Last Updated: May 2, 2007

Your Pet Last Updated: May 2, 2007

© Copyright 2006, Menu Foods Income Fund, All Rights Reserved.

Best viewed using Internet Explorer.

Page 2 of 2
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MENU FOODS INCOME FUND

A Recalled Cat Product Information Menu Foods Income Fund

8 Falconer Drive

Home Recall Information 1-866-895-2708 Streetsville, ON

Recall Information Canada L5N 1B1

Press Release Variety or Multi-Packs:

Cat Product Information . . . .

Dog Product Information || YOU @re in possession of a variety or multi-pack, please be
, sure to check the individual can or pouch rather than relying

FAQ's for Consumers

T solely on the date coding on the side of the carton.

1. Americas Choice, Preferred Pets Last Updated: May 2, 2007
2. Authority Last Updated: May 2, 2007
3. Best Choice Last Updated: May 2, 2007
4. Cats Choice Last Updated: May 3, 2007
5. Companion Last Updated: May 2, 2007
6. Compliments Last Updated: May 2, 2007
7. Co-Op Gold Last Updated: May 2, 2007
8. Demoulas Market Basket Last Updated: May 2, 2007
9. Despar Last Updated: May 2, 2007
10. Drs Foster & Smith Last Updated: May 3, 2007
11. Eukanuba Last Updated: April 5, 2007
12. Fame Last Updated: May 2, 2007
13. Feline Classic Last Updated: May 2, 2007
14. Feline Cuisine Last Updated: May 2, 2007
15. Fine Feline Cat Last Updated: May 2, 2007
16. Food Lion Last Updated: May 2, 2007
17. Foodtown Last Updated: May 2, 2007
18. Giant Companion Last Updated: May 2, 2007
19. Giant Eagle Last Updated: May 2, 2007
20. Hannaford Last Updated: May 2, 2007
21. Hill Country Fare Last Updated: May 2, 2007
22. Hy-Vee Last Updated: May 2, 2007
23. lams Last Updated: April 5, 2007
24. J.E. Mondou Last Updated: May 2, 2007
25. La Griffe Last Updated: May 2, 2007
26. Laura Lynn Last Updated: May 2, 2007
27. Li'lRed Last Updated: May 2, 2007
28. Loving Meals Last Updated: May 2, 2007
29. Master Choice Last Updated: May 2, 2007
30. Medi-Cal Last Updated: May 2, 2007
31. Meijer's Main Choice Last Updated: May 2, 2007
32. Natural Ultramix Last Updated: May 2, 2007
33. Nu Pet Last Updated: May 2, 2007
34. Nutriplan Last Updated: May 2, 2007
35. Nutro Last Updated: May 2, 2007
36. Nutro Max Gourmet Classics Last Updated: May 2, 2007
37. Nutro Natural Choice Last Updated: May 2, 2007
38. Nutro Products Last Updated: May 2, 2007
39. Paws Last Updated: May 2, 2007
40. Performatrin Ultra Last Updated: May 3, 2007
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41. Pet Pride Last Updated: May 2, 2007

42. Presidents Choice Last Updated: May 2, 2007

43. Price Chopper Last Updated: May 2, 2007

44. Priority Canada Last Updated: May 2, 2007

45. Priority US Last Updated: May 2, 2007

46. Publix Last Updated: May 2, 2007

47. Roche Brothers Last Updated: May 2, 2007

48. Roundy's Last Updated: May 2, 2007

49. Save-A-Lot Special Blend Last Updated: May 2, 2007
50. Schnucks Last Updated: May 2, 2007

51. Science Diet Feline Savory Cuts Cans Last Updated: April 12, 2007
52. Sophistacat Last Updated: May 2, 2007

53. Special Kitty Canada Last Updated: May 2, 2007

54. Special Kitty US Last Updated: May 2, 2007

55. Springfield Prize Last Updated: May 2, 2007

56. Sprout Last Updated: May 2, 2007

57. Stop & Shop Companion Last Updated: May 2, 2007
58. Stuzzy Gold Last Updated: May 2, 2007

59. Tops Companion Last Updated: May 2, 2007

60. Triumph Last Updated: May 2, 2007

61. Wegmans Last Updated: May 2, 2007

62. Weis Total Pet Last Updated: May 2, 2007

63. Western Family Canada Last Updated: May 2, 2007
64. Western Family US Last Updated: May 2, 2007

65. White Rose Last Updated: May 2, 2007

66. Winn Dixie Last Updated: May 3, 2007

67. Your Pet Last Updated: May 2, 2007

© Copyright 2006, Menu Foods Income Fund, All Rights Reserved.
Best viewed using Internet Explorer.
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=AY U.S. Food and Drug Administration (ﬁ :

CENTER FOR YETERINARY MEDICINE
FDA Home Page | CVM Home Page | CVM A-Z Index | Contact CVM | Site Map | FDA Centennial

INFORMATION FOR CONSUMERS
FOOD AND DRUG ADMINISTRATION
CENTER FOR VETERINARY MEDICINE

I FDA's REGULATION OF PET FOOD [

The following consumer information is provided by Sharon Benz, Ph.D., P.A.S.,
Division of Animal Feeds, Center for Veterinary Medicine

FDA is charged with the enforcement of the Federal Food, Drug, and Cosmetic Act (the Act). Under the Act, a part of FDA's
responsibility is to ensure that human and animal foods are safe and properly labeled. Within FDA, the Center for Veterinary
Medicine is responsible for the regulation of animal drugs, medicated feeds, food additives and feed ingredients, including
pet foods. The regulations based, in part, on this law are found in the Code of Federal Regulations, Title 21, Food and
Drugs, Part 500.

The Act is this country's basic food and drug law. It defines food as "articles used for food or drink for man or other
animals...and articles used for components of any such article." There is no requirement that pet foods have pre-market
approval by FDA. The Act does require that pet foods, like human foods, be pure and wholesome, contain no harmful or
deleterious substances, and be truthfully labeled. Additionally, canned pet foods must be processed in conformance with
low acid canned food regulations (Title 21, Code of Federal Regulations, Part 113, abbreviated as 21 CFR 113).

In the Act a "drug" is, in part, an article intended for use in the diagnosis, cure, mitigation, treatment or prevention of
disease, or an article intended to affect the structure or function of the body other than food (Sec. 201 (g)(1)). In the drug
definition, the courts have interpreted "food" as something that provides nutrition, taste, or aroma. If a food affects the
structure or function of the body, it does so by these properties (for example, a food may provide nutrients such as calcium
for proper bone structure or taurine for healthy heart function in cats). However, if a substance affects the structure or
function of the body apart from its nutritive value, such as urine acidification or improvement in joint function, it may be
considered a drug. Structure/function effects extending beyond the “food" umbrella also include claims for improved or
increased production and performance, or alteration or improvement in function.

When a substance, including one considered food, is intended to be used for the treatment or prevention of disease or "non-
food" structure/function effect, FDA considers it a drug. Under the law, a new animal drug must be shown to be safe and
effective for its intended use by adequate data from controlled scientific studies as part of a New Animal Drug Application
(21 CFR, Part 514). If a product on the market is not approved, it may be deemed an adulterated drug and subject to
regulatory action.

In 1958, in response to public concern about the increased use of chemicals in foods and food processing, Congress
amended the Act to require the pre-marketing clearance of additives whose safety was not generally recognized. The Act
was also amended to deem food unsafe and adulterated if it contains an unapproved food additive. Under the definition for
food additive in Sec. 201 (s) of the Act, it provides that substances added to food that qualified scientists generally
recognize as safe (GRAS) under the conditions of the intended use are not "food additives" and as such are exempt from
pre-clearance approval.

A food additive petition is the pre-clearance mechanism developed by the FDA for demonstrating that a food additive is safe
for its intended use and has utility. If the FDA agrees with the petition, a regulation is published in the Federal Register and
21 CFR, Part 573, Food Additives Permitted in the Feed and Drinking Water of Animals, is amended. The information
needed in a food additive petition is described in Part 571 of Title 21. Briefly, a petition contains a description of the
chemical identity, manufacturing process and controls, analytical methods, utility data, human food safety data, target
animal safety data, product labeling, and in some cases an environmental assessment.

CVM has used regulatory discretion and not required food additive petitions for substances that do not raise any safety
concerns. In this case, we ask the company to submit the information needed to list the ingredient in the Official Publication
of the Association of American Feed Control Officials (AAFCO). This ingredient definition process is done to conserve
agency resources, as food additive approval is time-consuming. CVM reviews the data to ensure the ingredient has utility
and can be manufactured consistently to meet product specifications. Although ingredients used under regulatory discretion
are still unapproved food additives, we agree we will not take regulatory action as long as the labeling is consistent with the
accepted intended use, the labeling or advertising does not make drug claims, and new data are not received that raise
questions concerning safety or suitability.

A GRAS substance is GRAS only for an intended purpose. For example, sodium aluminosilicate is GRAS as an anticaking
agent. It has been purported to bind mycotoxins and prevent absorption from the intestinal tract but would not be GRAS for
this use. A food substance also cannot be GRAS for the prevention, treatment, or mitigation of a disease. So, chondroitin
sulfates cannot be GRAS to prevent or treat arthritis. For this use it would be a drug.

It is very important to recognize that general recognition of safety of a substance for an intended use may only be based on

‘ EXHIBIT "S"
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the views of experts qualified by scientific training and experience to evaluate the safety of the substance. As interpreted by
FDA and the courts, there are two requirements that must be satisfied before a substance can be GRAS -- general
recognition and safety:

1. For general recognition, there must be an expert consensus that the substance is safe for use as a
component of food, and;

2. This expert consensus of safety must be based on either (a) generally available data and information to show
common use of the substance in animal feed prior to 1958 or (b) scientific procedures, which require the
same quantity and quality of scientific data needed for FDA approval of the substance as a food additive. In
addition, this information must be published in the scientific literature.

Both of these requirements, general recognition and safety, must be met for a substance to be considered as GRAS. The
GRAS standard is actually more stringent than that required for a food additive approval because for a substance to be
GRAS there must exist the same quality and quantity of information needed for a food additive approval. In addition, the
data must be published and there must be a consensus among qualified experts, based on the data, that the substance is
safe for that use. Publication of data in a company's annual report does not meet the publication standard. For general
recognition of safety to exist, the data must be available to the experts by publication in the scientific literature. The Act
permits companies to make their own GRAS determination, and many times GRAS Panels will be assembled that are
comprised of scientific experts in a particular field to evaluate the safety of a substance for an intended use. However,
regardless of who makes the determination, the FDA or the company, the standard for GRAS is the same.

On April 17, 1997, the Center for Food Safety and Applied Nutrition (CFSAN) and CVM published a proposed rule in the
Federal Register (62 FR 18938) to amend the regulations to replace the current GRAS affirmation process with a
notification procedure. Under the notification procedure, any person could notify the agency of a determination that a
particular use of a substance is GRAS. The noatification would include a description of the substance, the conditions of use,
and the basis of the GRAS determination. The FDA would not conduct its own detailed evaluation of the data, as was done
previously for GRAS affirmation petitions. Rather, FDA would evaluate whether the notice provides sufficient basis for a
GRAS determination and whether the information in the notification or otherwise available to FDA raises issues on whether
the use of the substance is GRAS. In the proposal FDA would have 90 days to respond to the notifier. The summary of the
GRAS notifications would be available on the FDA Home Page, as would the FDA's responses to the person submitting the
notification. CVM is not currently accepting GRAS notifications under the proposed rule; however, CFSAN is. A listing of the
notifications that have been submitted can be found on http://www.cfsan.fda.gov/~dms/.

Once the final rule is published, CVM will accept GRAS notifications. It is anticipated that GRAS natifications submitted for
use of substances in animal feed will be posted on the CVM Home Page. When a GRAS notification raises no issue of
concern to CVM, the AAFCO Feed Ingredient Chair will be notified so that the substance and its use can be listed in the
AAFCO publication.

The Dietary Supplement and Health Education Act

When Congress enacted the Dietary Supplement and Health Education Act (DSHEA) on October 25, 1994, it created a new
category of substances and new regulatory scheme. The Act was amended to define a dietary supplement as a product
intended to supplement the diet and that contains at least one or more of the following ingredients: a vitamin; a mineral; a
herb or other botanical; an amino acid; a dietary substance for use to supplement the diet by increasing total dietary intake;
or a concentrate, metabolite, constituent, extract or combination of any of the previously mentioned ingredients (Sec. 201
(ff) of the Act). The main effect of DSHEA was to remove certain dietary ingredients from regulation as food additives, which
requires pre-market approval. On April 22, 1996, CVM published a notice in the Federal Register outlining the reasons why
FDA believes that Congress did not intend DSHEA to apply to substances for use in animals. This has been upheld in at
least one court case. Thus, substances marketed as dietary supplements for humans still fall under the pre-DSHEA
regulatory scheme when marketed for animals; that is, they are considered food, food additives, new animal drugs, or
GRAS depending on the intended use. Most of these types of products on the market would be considered unapproved and
unsafe food additives or new animal drugs based on current intended uses.

It is important to note that DSHEA defines the term "dietary supplement” to exclude products intended for use as
conventional foods. For example, St. John's Wort would not be considered a dietary supplement if it were added to soup.
Soup is a conventional food and any ingredient added to conventional foods must be used in accordance with the food
additive regulation or be GRAS.

Health Claims

Congress also amended the Act when it enacted the Nutrition Labeling and Education Act in 1990. This law required FDA to
write regulations to permit health claims on human food. A number of these claims have been approved for various foods.
These can be found on the CFSAN web page.

CVM has incorporated the philosophy of NLEA in its policies in order to permit meaningful health information on pet foods.
Examples are the use of urinary tract health claim on cat food diets, and development of AAFCO regulations for light, lean,
less or reduced calories, lean, and less or reduced fat. Recently, CVM has been asked about complete cat foods for the
control of hairballs. We would likely not take regulatory action provided the effect is achieved by ingredients already
permitted for use in cat food, such as fiber sources. In this case, we ask that the firm submit information for review on the
quantitative diet formulation, nutrient analysis, and labeling, and discussion on the basis for the claim, i.e., scientific studies
or common knowledge of ingredients biological properties. If novel ingredients are used to achieve the effect, then we
believe data demonstrating ingredient safety should be obtained prior to marketing.

Interaction with AAFCO

FDA also plays an active role in pet food regulation in partnership with AAFCO. An FDA representative serves on the
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AAFCO Board of Directors. FDA has served on the Pet Food Committee. CVM staff also serves on other standing AAFCO
committees and as investigators. We believe that continued partnership with AAFCO is vital to the effective regulation of pet
food products because FDA has limited enforcement resources that are focused on human food safety issues. For this
reason, an important role of CVM staff is to serve as scientific resources for State regulatory officials.

Summary

In summary, within the FDA, CVM has primary responsibility for enforcing the Act to ensure that animal foods, including pet
foods, are safe and labeled appropriately and animal drugs are safe and effective. While FDA has tried to incorporate some
of the philosophy of NLEA to permit health claims for pet foods, we believe that DSHEA was not intended by Congress to
apply to animal foods. Thus, substances sold as dietary supplements for humans may not be legally distributed for use in
animals unless the substances are food, approved animal food additives, GRAS, or approved new animal drugs.

CVM A-Z Index | Contact CVM | About CVM | Site Map
FDA Home Page | Search FDA Site | FDA A-Z Index | Contact FDA | Privacy | Accessibility | HHS Home Page
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CVM and Animal Food, Feed Ingredients, and Additives

Biotechnology Products

Biotechnology products are a growing proportion of the feed components regulated by the Center
for Veterinary Medicine. We anticipate that "new" biotechnology will become an even greater
source of products in the future. The spectrum of products being presented to CVM for regulation
includes biotechnology products from plants, microbes and animals. For more information about the
uses of products produced using this technology, see the CVM Biotechnology in Animals and
Animal Feeds page.

Feed Contaminants

There are two classes of feed contaminants. The first is a toxic or deleterious substance that is an
inherent, naturally occurring constituent of an animal food and is not the result of environmental,
agricultural, industrial or other contaminations. Examples of this class include some of the
mycotoxins, such as aflatoxin and fumonisin, the glucosinolates, and the heavy metals, like lead
and cadmium. The second class is made up of industrial toxic or deleterious substances, which are
not naturally occurring and are increased to abnormal levels in the animal food through mishandling
or other intervening acts. Examples of this class are the polychlorinated biphenyls (PCBs) and
certain pesticides, like DDT (1,1'-(2,2,2-Trichloroethylidene)bis[4-chlorobenzene]). CVM may
prohibit any detectable amount of a contaminant or establish a regulatory limit for the contaminant,
taking into account the protection of the public health, the extent to which the presence of the
contaminant cannot be avoided, and other ways in which the consumer may be affected by the
presence of the contaminant.

e CVM Compliance Program Guidance Manual 7371.003 Feed Contaminants Program

CVM Feed Sampling Survey Assignments

e Nationwide Survey of Distillers Grains for Aflatoxins, November 21, 2006

e Nationwide Assignment to Collect Samples of Direct-Human-Contact Feeds and Analyze
Them for Salmonella and E. coli 0157:H7, October, 17, 2006

Additional Information

e Mycotoxins in Feeds: CVM's Perspective Presentation by Michael H. Henry, Ph.D. to the
Risk Management Agency, August 23, 2006

e CVM Update - Animal Feed Safety System Website Posted, March 29, 2006

e Animal Feed Safety System 2005 Public Meeting, April 5 — 6, 2005
Crowne Plaza Hotel, Omaha, NE

e FDA Animal Feed Safety System (AFSS) Public Meeting, September 23-24, 2003
Hyatt Dulles International Airport, Herndon, VA

e Docket No. 94D-0147, CVM 200035. Guidance for Industry: Studies to Evaluate the Utility of

EXHIBIT "T"

Anti-Salmonella Chemical Food Additives in Feeds; Availability. Pages 70752-70753 [FR
Doc. 02-29925] November 26, 2002 | htm | | pdf |
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e Guidance for Industry #80: Studies to Evaluate the Utility of Anti-Salmonella Chemical Food
Additives in Feeds, November 21, 2002 | pdf | | doc |

Feed Ingredients

A feed ingredient is a component part or constituent or any combination/mixture added to and
comprising the feed. Feed ingredients might include grains, milling byproducts, added vitamins,
minerals, fats/oils, and other nutritional and energy sources. Animal feeds provide a practical outlet
for plant and animal byproducts not suitable for human consumption. The Official Publication of the
Association of American Feed Control Officials (AAFCO) contains a list of feed ingredients with their
definitions. Many of these ingredients are not approved food additives and may not meet the criteria
needed to be recognized as GRAS (21 CFR 570.30). Nevertheless, FDA has not objected to the
listing of certain ingredients (e.g., those used as sources of nutrients, aroma, or taste) in the
AAFCO Official Publication or their marketing in interstate commerce, provided there were no
apparent safety concerns about the use or composition of the ingredient.

Federal regulations require ingredients be listed on the product label by their common or usual
name in descending order of predominance according to weight (21 CFR 501.4). A common or
usual name is one that accurately identifies or describes the basic nature of the ingredient (21 CFR
502.5). FDA has recognized the definitions as they appear in the Official Publication of AAFCO as
the common or usual name for animal feed ingredients including pet food (Compliance Policy Guide
7126.08). There is only one exception to the requirement to list the common or usual name on the
label--when the ingredient is part of a collective name. Regulation 21 CFR 501.110 describes the
use of collective names. The following are acceptable collective names: animal protein products,
forage products, grain products, plant protein products, processed grain byproducts and roughage
products. These collective names may be used in the ingredient list for livestock and poultry feeds,
but not pet foods.

Association of American Feed Control Officials (AAFCO)

AAFCO is composed of state, federal, and international regulatory officials who are responsible for
the enforcement of state laws regulating the safe production and labeling of animal feed, including
pet food. FDA and AAFCO work together in the area of feed regulation, particularly in the
establishment of definitions to describe new feed ingredients. Each year AAFCO publishes its
Official Publication which includes a model feed bill for states to adopt in regulating feed products
and a list of accepted feed ingredients. Most states have adopted all or part of the model feed bill
and allow feed ingredients listed in the publication to be used in their respective territories. For more
information about AAFCO, please see its internet site

Food Additives (Food Additive Petitions)

Any substance intentionally added to an animal feed, including pet food, must be used in
accordance with a food additive regulation unless it is generally recognized as safe (GRAS) among
qualified experts for its intended use. The basis of a food additive regulation is an approved food
additive petition. The food additive petition should include an adequate factual basis to establish
that the food additive is safe for its intended use, under the conditions of use specified in the
petition. If the petitioner meets this burden of proof, the food additive can be approved for use in
animal feed.

There are several types of food additives based on its composition and intended use. A food
additive generally provides one or more of the following, i.e., nutrient, aroma/flavor, taste, soluble or
insoluble fiber, stabilizer, emulsifier, sequestrant, chemical preservative, anti-oxidant, anti-caking
agent, etc.

Section 571 of Part 21 of the Code of Federal Regulations (CFR) prescribes the kinds of data that
must be submitted by the petitioner and the format which the food additive petition must follow
when sent to FDA. While the actual content may vary from petition to petition, depending primarily
on the food additive's composition and intended use, each of the following subject areas must be
addressed: human food safety, target animal safety, environmental impact, utility, labeling,
proposed regulation, assay methodology, and manufacturing process and controls. Subsequently,
when the FDA concludes that the available data for a food additive are sufficient to meet current
criteria, the FDA issues a regulation permitting the petitioned use of the additive.

e CVM Update - FDA Permits the Use of Selenium Yeast in Horse Feed, October 14, 2004

Web Page Updated by mdt - February 15, 2007, 10:16 AM ET
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CENTER FOR YETERINARY MEDICINE
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I INTERPRETING PET FOOD LABELS |

The following consumer information is provided by David A. Dzanis, DVM, Ph.D., DACVN.

Pet food labeling is regulated at two levels. The Federal regulations, enforced by the FDA's Center for Veterinary Medicine
(CVM), establish standards applicable for all animal feeds: proper identification of product, net quantity statement,
manufacturer's address, and proper listing of ingredients. Some States also enforce their own labeling regulations. Many of
these have adopted the model pet food regulations established by the Association of American Feed Control Officials
(AAFCO). These regulations are more specific in nature, covering aspects of labeling such as the product name, the
guaranteed analysis, the nutritional adequacy statement, feeding directions, and calorie statements.

Product Name

The product name is the first part of the label noticed by the consumer, and can be a key factor in the consumer's decision
to buy the product. For that reason, manufacturers often use fanciful names or other technigues to emphasize a particular
aspect. Since many consumers purchase a product based on the presence of a specific ingredient, many product names
incorporate the name of an ingredient to highlight its inclusion in the product. The percentages of named ingredients in the
total product are dictated by four AAFCO rules.

The "95%" rule applies to products consisting primarily of meat, poultry or fish, such as some of the canned products. They
have simple names, such as "Beef for Dogs" or "Tuna Cat Food." In these examples, at least 95% of the product must be
the named ingredient (beef or tuna, respectively), not counting the water added for processing and "condiments." Counting
the added water, the named ingredient still must comprise 70% of the product. Since ingredient lists must be declared in the
proper order of predominance by weight, "beef" or "tuna" should be the first ingredient listed, followed often by water, and
then other components such as vitamins and minerals. If the name includes a combination of ingredients, such as "Chicken
'n Liver Dog Food," the two together must comprise 95% of the total weight. The first ingredient named in the product name
must be the one of higher predominance in the product. For example, the product could not be named "Lobster and Salmon
for Cats" if there is more salmon than lobster in the product. Because this rule only applies to ingredients of animal origin,
ingredients that are not from a meat, poultry or fish source, such as grains and vegetables, cannot be used as a component
of the 95% total. For example, a "Lamb and Rice Dog Food" would be misnamed unless the product was comprised of at
least 95% lamb.

The "25%" or "dinner" rule applies to many canned and dry products. If the named ingredients comprise at least 25% of the
product (not counting the water for processing), but less than 95%, the name must include a qualifying descriptive term,
such as "Beef Dinner for Dogs." Many descriptors other than "dinner" are used, however. "Platter," "entree," "nuggets" and
"formula" are just a few examples. Because, in this example, only one-quarter of the product must be beef, it would most
likely be found third or fourth on the ingredient list. Since the primary ingredient is not always the named ingredient, and
may in fact be an ingredient that is not desired, the ingredient list should always be checked before purchase. For example,
a cat owner may have learned from his or her finicky feline to avoid buying products with fish in it, since the cat doesn't like
fish. However, a "Chicken Formula Cat Food" may not always be the best choice, since some “chicken formulas" may
indeed contain fish, and sometimes may contain even more fish than chicken. A quick check of the ingredient list would
avert this mistake.

If more than one ingredient is included in a "dinner" name, they must total 25% and be listed in the same order as found on
the ingredient list. Each named ingredient must be at least 3% of the total, too. Therefore, "Chicken n' Fish Dinner Cat
Food" must have 25% chicken and fish combined, and at least 3% fish. Also, unlike the "95%" rule, this rule applies to all
ingredients, whether of animal origin or not. For example, a "Lamb and Rice Formula for Cats" would be an acceptable
name as long as the amounts of lamb and rice combined totaled 25%.

The "3%" or "with" rule was originally intended to apply only to ingredients highlighted on the principal display panel, but
outside the product name, in order to allow manufacturers to point out the presence of minor ingredients that were not
added in sufficient quantity to merit a "dinner" claim. For example, a "Cheese Dinner," with 25% cheese, would not be
feasible or economical to produce, but either a "Beef Dinner for Dogs" or "Chicken Formula Cat Food" could include a side
burst "with cheese" if at least 3% cheese is added. Recent amendments to the AAFCO model regulations now allow use of
the term "with" as part of the product name, too, such as "Dog Food With Beef" or "Cat Food With Chicken." Now, even a
minor change in the wording of the name has a dramatic impact on the minimum amount of the named ingredient required,
e.g., a can of "Cat Food With Tuna" could be confused with a can of "Tuna Cat Food," but, whereas the latter example must
contain at least 95% tuna, the first needs only 3%. Therefore, the consumer must read labels carefully before purchase to
ensure that the desired product is obtained.

Under the "flavor” rule, a specific percentage is not required, but a product must contain an amount sufficient to be able to
be detected. There are specific test methods, using animals trained to prefer specific flavors, that can be used to confirm
this claim. In the example of "Beef Flavor Dog Food," the word "flavor" must appear on the label in the same size, style and
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color as the word "beef." The corresponding ingredient may be beef, but more often it is another substance that will give the
characterizing flavor, such as beef meal or beef by-products.

With respect to flavors, pet foods often contain "digests," which are materials treated with heat, enzymes and/or acids to
form concentrated natural flavors. Only a small amount of a "chicken digest" is needed to produce a "Chicken Flavored Cat
Food," even though no actual chicken is added to the food. Stocks or broths are also occasionally added. Whey is often
used to add a milk flavor. Often labels will bear a claim of "no artificial flavors." Actually, artificial flavors are rarely used in
pet foods. The major exception to that would be artificial smoke or bacon flavors, which are added to some treats.

Net Quantity Statement

The net quantity statement tells you how much product is in the container. There are many FDA regulations dictating the
format, size and placement of the net quantity statement. None of these do any good if the consumer does not check the
quantity statements, especially when comparing the cost of products. For example, a 14-ounce can of food may look
identical to the one-pound can of food right next to it. Also, dry products may differ greatly in density, especially some of the
"lite" products. Thus, a bag that may typically hold 40 pounds of food may only hold 35 pounds of a food that is "puffed up."
A cost-per-ounce or per-pound comparison between products is always prudent. Manufacturer's Name and Address The
"manufactured by..." statement identifies the party responsible for the quality and safety of the product and its location. If the
label says "manufactured for..." or "distributed by...," the food was manufactured by an outside manufacturer, but the name
on the label still designates the responsible party. Not all labels include a street address along with the city, State, and zip
code, but by law, it should be listed in either a city directory or a telephone directory. Many manufacturers also include a toll-
free number on the label for consumer inquiries. If a consumer has a question or complaint about the product, he or she
should not hesitate to use this information to contact the responsible party. Ingredient List All ingredients are required to be
listed in order of predominance by weight. The weights of ingredients are determined as they are added in the formulation,
including their inherent water content. This latter fact is important when evaluating relative quantity claims, especially when
ingredients of different moisture contents are compared.

For example, one pet food may list "meat" as its first ingredient, and "corn" as its second. The manufacturer doesn't hesitate
to point out that its competitor lists "corn" first (“meat meal" is second), suggesting the competitor's product has less animal-
source protein than its own. However, meat is very high in moisture (approximately 75% water). On the other hand, water
and fat are removed from meat meal, so it is only 10% moisture (what's left is mostly protein and minerals). If we could
compare both products on a dry matter basis (mathematically "remove" the water from both ingredients), one could see that
the second product had more animal-source protein from meat meal than the first product had from meat, even though the
ingredient list suggests otherwise.

That is not to say that the second product has more "meat" than the first, or in fact, any meat at all. Meat meal is not meat
per se, since most of the fat and water have been removed by rendering. Ingredients must be listed by their "common or
usual" name. Most ingredients on pet food labels have a corresponding definition in the AAFCO Official Publication. For
example, "meat" is defined as the "clean flesh of slaughtered mammals and is limited to...the striate muscle...with or without
the accompanying and overlying fat and the portions of the skin, sinew, nerve and blood vessels which normally accompany
the flesh." On the other hand, "meat meal" is "the rendered product from mammal tissues, exclusive of any added blood,
hair, horn, hide trimmings, manure, stomach and rumen contents." Thus, in addition to the processing, it could also contain
parts of animals one would not think of as "meat." Meat meal may not be very pleasing to think about eating yourself, even
though it's probably more nutritious. Animals do not share in people's aesthetic concerns about the source and composition
of their food. Regardless, the distinction must be made in the ingredient list (and in the product name). For this reason, a
product containing "lamb meal" cannot be named a "Lamb Dinner."

Further down the ingredient list, the "common or usual" names become less common or usual to most consumers. The
majority of ingredients with chemical-sounding names are, in fact, vitamins, minerals, or other nutrients. Other possible
ingredients may include artificial colors, stabilizers, and preservatives. All should be either "Generally Recognized As Safe
(GRAS)" or approved food additives for their intended uses.

If scientific data are presented that show a health risk to animals of an ingredient or additive, CVM can act to prohibit or
modify its use in pet food. For example, propylene glycol was used as a humectant in soft-moist pet foods, which helps
retain water and gives these products their unique texture and taste. It was affirmed Generally Recognized As Safe (GRAS)
for use in human and animal food before the advent of soft-moist foods. It was known for some time that propylene glycol
caused Heinz Body formation in the red blood cells of cats (small clumps of proteins seen in the cells when viewed under
the microscope), but it could not be shown to cause overt anemia or other clinical effects. However, recent reports in the
veterinary literature of scientifically sound studies have shown that propylene glycol reduces the red blood cell survival time,
renders red blood cells more susceptible to oxidative damage, and has other adverse effects in cats consuming the
substance at levels found in soft-moist food. In light of this new data, CVM amended the regulations to expressly prohibit the
use of propylene glycol in cat foods.

Another pet food additive of some controversy is ethoxyquin, which was approved as a food additive over thirty-five years
ago for use as an antioxidant chemical preservative in animal feeds. Approximately ten years ago, CVM began receiving
reports from dog owners attributing the presence of ethoxyquin in the dog food with a myriad of adverse effects, such as
allergic reactions, skin problems, major organ failure, behavior problems, and cancer. However, there was a paucity of
available scientific data to support these contentions, or to show other adverse effects in dogs at levels approved for use in
dog foods. More recent studies by the manufacturer of ethoxyquin showed a dose-dependent accumulation of a
hemoglobin-related pigment in the liver, as well as increases in the levels of liver-related enzymes in the blood. Although
these changes are due to ethoxyquin in the diet, the pigment is hot made from ethoxyquin itself, and the health significance
of these findings is unknown. More information on the utility of ethoxyquin is still needed in order for CVM to amend the
maximum allowable level to below that which would cause these effects, but which still would be useful in preserving the
food. While studies are being conducted to ascertain a more accurate minimum effective level of ethoxyquin in dog foods,
CVM has asked the pet food industry to voluntarily lower the maximum level of use of ethoxyquin in dog foods from 150
ppm (0.015%) to 75 ppm. Regardless, most pet foods that contained ethoxyquin never exceeded the lower amount, even
before this recommended change.
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Guaranteed Analysis

At minimum, a pet food label must state guarantees for the minimum percentages of crude protein and crude fat, and the
maximum percentages of crude fiber and moisture. The "crude” term refers to the specific method of testing the product, not
to the quality of the nutrient itself.

Some manufacturers include guarantees for other nutrients as well. The maximum percentage of ash (the mineral
component) is often guaranteed, especially on cat foods. Cat foods commonly bear guarantees for taurine and magnesium
as well. For dog foods, minimum percentage levels of calcium, phosphorus, sodium, and linoleic acid are found on some
products.

Guarantees are declared on an "as fed" or "as is" basis, that is, the amounts present in the product as it is found in the can
or bag. This doesn't have much bearing when the guarantees of two products of similar moisture content are compared (for
example, a dry dog food versus another dry dog food). However, when comparing the guaranteed analyses between dry
and canned products, one will note that the levels of crude protein and most other nutrients are much lower for the canned
product. This can be explained by looking at the relative moisture contents. Canned foods typically contain 75-78%
moisture, whereas dry foods contain only 10-12% water. To make meaningful comparisons of nutrient levels between a
canned and dry product, they should be expressed on the same moisture basis.

The most accurate means of doing this is to convert the guarantees for both products to a dry matter basis. The percentage
of dry matter of the product is equal to 100% minus the percentage of moisture guaranteed on the label. A dry food is
approximately 88-90% dry matter, while a canned food is only about 22-25% dry matter. To convert a nutrient guarantee to
a dry matter basis, the percent guarantee should be divided by the percentage of the dry matter, then multiplied by 100. For
example, a canned food guarantees 8% crude protein and 75% moisture (or 25% dry matter), while a dry food contains 27%
crude protein and 10% moisture (or 90% dry matter). Which has more protein, the dry or canned? Calculating the dry matter
protein of both, the canned contains 32% crude protein on a dry matter basis (8/25 X 100 = 32), while the dry has only 30%
on a dry matter basis (27/90 X 100 = 30). Thus, although it looks like the dry has a lot more protein, when the water is
counted out, the canned actually has a little more. An easier way is to remember that the amount of dry matter in the dry
food is about four times the amount in a canned product. To compare guarantees between a dry and canned food, multiply
the guarantees for the canned food times four first.

It is especially important to look at the moisture guarantee for canned foods, even when comparing a canned food with
another canned. Under AAFCO regulations, the maximum percentage moisture content for a pet food is 78%, except for
products labeled as a "stew," "in sauce," "in gravy," or similar terms. The extra water gives the product the qualities needed
to have the appropriate texture and fluidity. Some of these exempted products have been found to contain as much as
87.5% moisture. This doesn't sound like much difference until the dry matter contents are compared. For example, a
product with a guarantee of 87.5% moisture contains 12.5% dry matter, only half as much as a product with a 75% moisture

guarantee (25% dry matter).

Nutritional Adequacy Statement

Any claim that a product is "complete," "balanced," "100% nutritious," or similarly suggests that a product is suitable for sole
nourishment that is not, in fact, nutritionally adequate is a potentially unsafe product. For this reason, an AAFCO nutritional
adequacy statement is one of the most important aspects of a dog or cat food label. A "complete and balanced" pet food
must be substantiated for nutritional adequacy by one of two means.

The first method is for the pet food to contain ingredients formulated to provide levels of nutrients that meet an established
profile. Presently, the AAFCO Dog or Cat Food Nutrient Profiles are used. Products substantiated by this method should
include the words, "(Name of product) is formulated to meet the nutritional levels established by the AAFCO (Dog/Cat) Food
Nutrient Profiles." This means the product contains the proper amount of protein, calcium, and other recognized essential
nutrients needed to meet the needs of the healthy animal. The recommendations of the National Research Council (NRC)
were once used as the basis for nutritional adequacy, but they are no longer considered valid for this purpose.

The alternative means of substantiating nutritional adequacy is for the product to be tested following the AAFCO Feeding
Trial Protocols. This means that the product, or “lead" member of a "family" of products, has been fed to dogs or cats under
strict guidelines and found to provide proper nutrition. These products should bear the nutritional adequacy statement
"Animal feeding tests using AAFCO procedures substantiate that (hame of product) provides complete and balanced
nutrition."

Regardless of the method used, the nutritional adequacy statement will also state for which life stage(s) the product is
suitable, such as "for maintenance," or "for growth." A product intended "for all life stages" meets the more stringent
nutritional needs for growth and reproduction. A maintenance ration will meet the needs of an adult, non-reproducing dog or
cat of normal activity, but may not be sufficient for a growing, reproducing, or hard-working animal. On the other hand, an all
life stages ration can be fed for maintenance. Although the higher levels of nutrients would not be harmful to the healthy
adult animal, they are not really necessary. Occasionally a product may be labeled for a more specific use or life stage,
such as "senior" or for a specific size or breed. However, there is little information as to the true dietary needs of these more
specific uses, and no rules governing these types of statements have been established. Thus, a "senior" diet must meet the
requirements for adult maintenance, but no more. A product that does not meet either of these methods must state that "this
product is intended for intermittent or supplemental feeding," except if it is conspicuously identified as a snack or treat.

Feeding Directions

Feeding directions instruct the consumer on how much product should be offered to the animal. At minimum, they should
include verbiage such as "feed ____ cups per ___ pounds of body weight daily." On some small cans, this may be all the
information that can fit. The feeding directions should be taken as rough guidelines, a place to start. Breed, temperament,
environment, and many other factors can influence food intake. Manufacturers attempt to cover almost all contingencies by
setting the directions for the most demanding. The best suggestion is to offer the prescribed amount at first, and then to
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increase or cut back as needed to maintain body weight in adults or to achieve proper rate of gain in puppies and kittens. A
nursing mother should be offered all the food she wants to eat. Calorie Statement Pet foods can vary greatly in calorie
content, even among foods of the same type (dry, canned) and formulated for the same life stage. Feeding directions vary
among manufacturers, too, so the number of calories delivered in a daily meal of one food may be quite different from
another. The number of calories in a product roughly relates to the amount of fat, although varying levels of non-calorie-
containing components, such as water and fiber, can throw this correlation off. The best way for consumers to compare
products and determine how much to be fed is to know the calorie content. However, until recently, calorie statements were
not allowed on pet food labels. New AAFCO regulations were developed to allow manufacturers to substantiate calorie
content and include a voluntary statement.

If a calorie statement is made on the label, it must be expressed on a "kilocalories per kilogram" basis. Kilocalories are the
same as the "Calories" consumers are used to seeing on food labels. A "kilogram" is a unit of metric measurement equal to
2.2 pounds. Manufacturers are also allowed to express the calories in familiar household units along with the required
statement (for example, "per cup” or "per can"). Even without this additional information, however, consumers can make
meaningful comparisons between products and pick the product best suited for their animals' needs. As with the guaranteed
analysis, the calorie statement is made on an "as fed" basis, so corrections for moisture content must be made as described
above. To roughly compare the caloric content values between a canned and a dry food, multiply the value for the canned
food by four.

Other Label Claims

Many pet foods are labeled as "premium," and some now are "super premium" and even "ultra premium." Other products
are touted as "gourmet" items. Products labeled as premium or gourmet are not required to contain any different or higher
quality ingredients, nor are they held up to any higher nutritional standards than are any other complete and balanced
products.

The term "natural” is often used on pet food labels, although that term does not have an official definition either. For the
most part, "natural" can be construed as equivalent to a lack of artificial flavors, artificial colors, or artificial preservatives in
the product. As mentioned above, artificial flavors are rarely employed anyway. Atrtificial colors are not really necessary,
except to please the pet owner's eye. If used, they must be from approved sources, the same as for human foods.
Especially for high-fat dry products, some form of preservative must be used to prevent rancidity. Natural-source
preservatives, such as mixed tocopherols (a source of vitamin E), can be used in place of artificial preservatives. However,
they may not be as effective.

"Natural" is not the same as "organic." The latter term refers to the conditions under which the plants were grown or animals
were raised. There are no official rules governing the labeling of organic foods (for humans or pets) at this time, but the
United States Department of Agriculture is developing regulations dictating what types of pesticides, fertilizers and other
substances can be used in organic farming.

Summary

Pet owners and veterinary professionals have a right to know what they are feeding their animals. The pet food label
contains a wealth of information, if one knows how to read it. Do not be swayed by the many marketing gimmicks or eye-
catching claims. If there is a question about the product, contact the manufacturer or ask an appropriate regulatory agency.
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